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Pengaruh Service Quality, Trust dan Perceived Value Terhadap 
Customer Loyalty Pada Super Indo di Surabaya  
 
ABSTRAK 
 
Tujuan penelitian ini adalah untuk menganalisis pengaruh dari 
Service Quality, Trust dan Perceived Value terhadap Customer Loyalty dari 
konsumen Super Indo, yaitu Super Indo di Surabaya. Penelitian ini 
menggunakan data primer yang diperoleh dari penyebaran kuisioner kepada 
para responden. Sampel yang digunakan dalam penelitian ini berjumlah 150 
orang responden dengan teknik pengambilan sampel, yaitu purposive 
sampling. Teknik analisis data dalam penelitian ini menggunakan Structural 
Equation Modelling (SEM) melalui program LISREL 8.70. Hasil dari 
penelitian ini menunjukkan bahwa pengaruh perceived value terhadap 
customer loyalty pada Super Indo di Surabaya secara langsung tidak 
memiliki pengaruh. Sedangkan pengaruh langsung service quality, trust 
beserta pengaruh tidak langsung antara perceived value melalui trust dapat 
mempengaruhi dan membangun customer loyalty di Super Indo Surabaya.  
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Effect of Service Quality, Trust and Perceived Value toward Customer 
Loyalty On Super Indo In Surabaya 
 
ABSTRACT 
 
The purpose of this study was to analyze the effect of Service Quality, 
Trust, and Perceived Value on Customer Loyalty of consumers Super Indo, 
the Super Indo in Surabaya. This study uses primary data obtained from 
questionnaires to the respondents. The sample used in this research were 
150 respondents with a sampling technique, which is purposive sampling. 
Data analysis techniques in this study using Structural Equation Modeling 
(SEM) via LISREL 8.70 program. The results of this study indicate that the 
effect of perceived value on customer loyalty in the Super Indo in Surabaya 
directly has no effect. While the direct effect of service quality, trust and its 
indirect effect through trust between perceived value can influence and 
build customer loyalty in the Super Indo Surabaya. 
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